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As economic globalization intensifies, there is more and more intense 
competition among enterprises, an enterprise order to remain invincibility in the 
international arena, we should form their own competitive advantage. Where does the 
competitive advantage come from? First of all, for an enterprise, how to win 
customers and to maintain a long-standing relationship is very important, and the 
creation of this long-term relationship to large degree is based on customer 
satisfaction. In Porter’s book “Competitive Advantage” also referred that competitive 
advantage absolutely come from the value that enterprise produces for customers, and 
clearly put customer value forward as the next source of competitive advantage. 
Customer satisfaction research can be traced back as early as the mid-60s of last 
century, Cardozo (1965) for the first time in the marketing field experiments carried 
out the customer satisfaction study, raised the idea of customer satisfaction will lead 
to re-purchase behavior. After 90s customer satisfaction management is even more 
popular in business, product quality standards from "zero defect" to   
"comprehensive customer satisfaction." As a result, scholars from around the world 
also came to more emphasis on customer satisfaction research, develop a series of 
measuring customer satisfaction model. In Europe, customer satisfaction model, the 
concept of "image" of this variable is that the image will affect the customer's 
perceived value. In Europe, they introduced the “image” variable into customer 
satisfaction model, considered that image will affect customer perceived value.   
The quality of brand image is a long-term interactive result between business and 
consumers. It not only reflects the enterprise's commitment to quality as well as to 
honor the commitment by making various efforts, but also reflects customers’ feeling 
towards the brand based on their experiences and learning. The elements of brand 














towards the differential effect of brand marketing, it provides value to the enterprise. 
In essence, the process of brand effect is the process by forming brand equity and 
letting brand equity create value for consumers and business. In Asia’s later research 
on customer satisfaction models, brand image is added in, it and perceived value 
variables together influence customer satisfaction. However, empirical studies of this 
field are few. Therefore, there should be an empirical research about how brand image 
influence on perceived value and customer satisfaction for Asia's durable goods 
market. 
In this paper, we first reviewed the foundation theories of brand image, customer 
perceived value and customer satisfaction, and defined the concept of these three 
variables. Secondly, the studies of the relationship between these three variables were 
sort out and summarized, then combined with Thailand customer situation (based on 
customer interview), the theoretical framework of this article was constructed. Thirdly, 
we took the buying TV Thai customers as the research objective in order to test the 
theoretical framework, and took the combination of the test results and Thailand 
market situation as our basis for analysis and discussion. Finally, we proposed some 
marketing suggestions.      
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第一节  研究背景与意义 
 
20 世纪 80 年代，美国著名专家菲根堡姆兴起了一股全面质量管理运动之
风，全面质量从此被企业界认为是利润的源泉。到了 20 世纪 90 年代后，顾客对
质量的评价已经变得越来越重要了，从产品与服务的“零缺陷”、到“第一次就










务和产品。1965 年，顾客满意被 Cardozo 引入营销领域。一系列的顾客满意度
模型被学者开发出来。如：Sweden Customer Satisfaction Barometer（SCSB）基

















形资产发挥其自身的优势。20 世纪 50 年代，美国著名广告专家大卫·奥格威
(David Ogilvy)首次提出了品牌形象这个概念。到了 70 年代，Ehrenberg 发现，品
牌形象的感知在当前使用者、以前使用者和未使用者身上是不一样的，从而潜在
影响消费者选择品牌。Keller（1993）从品牌抽象性水平的维度将品牌联想划分
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